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ABSTRACT
The intent of this study is to investigate the effects of political polarization on the categorization
and cognition of neutral stimuli. Polarization in politics is increasing and affecting the general
electorate. This study was a within-subjects design with two stimuli conditions (slogans and
personas). Both stimuli conditions had liberal, neutral, and conservative levels. The data was
recorded using the Qualtrics survey software. The results of the classification and rating were
compared across political party affiliation and political activity level. Analysis showed that there
was a significant difference in the classification of neutral stimuli.
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INTRODUCTION
The polarization of political parties has increased in US politics. Categorization research
on political thought is becoming more important as this polarization occurs. By the early 2000’s,
the most conservative member of the Democrat party in the House of Representatives was more
liberal than any Republican member (McCarty, Poole, & Rosenthal 2006). The polarization in
politics is not limited to the elites but extends into the general American electorate (Abramowitz
& Saunders, 2008). People on the political extremes are shown to think of politics in simpler
terms, making categorization more polarized (Lammers et al., 2017). Conservatives are prone to
becoming more polarized when presented with information opposing their viewpoints, as seen
with climate change (Cook & Lewandowsky, 2016). These developments in US politics are
concerning, as they leave the nation more divided.
The Democrat and Republican parties are the two most prominent political parties,
representing two distinct categories. Membership to a particular category can be an inverse
function of membership to another category (Nosofsky, 1988). Thus, having a positive
relationship of similarity to members of a target category means having a negative relationship
with members of the contrasting category. Such is the case for political parties in the United
States. The polarization of US politics has created a trade-off between the parties, meaning they
are essentially treated as opposites (Jost, Nam, Amodio, & Bavel, 2014).
In general, creating categories helps with two main functions: making inferences and
classifying information (Smith, 1994). Inference and classification learning are carried out using
different strategies. Inference requires focusing on an exemplar or prototype within a category to
create a family resemblance within the category (Yamauchi & Markman, 1998). Classification,
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on the other hand, focuses on diagnostic features, which leads subjects to forming categories
consistent with rules and exceptions (Yamauchi & Markman, 1998).
The present study will seek to investigate the effects of party affiliation bias on
classification of neutral stimuli. Examining partisan biases in the classification of slogans and
profiles gives insight into the polarization occurring in the American public when consuming
information. This experiment will serve as a precedent for future studies investigating the effect
of political bias on inference making in the categorization of stimuli.
Previous studies in categorization of political thought have focused on classification. Heit
and Nicholson (2010) concluded that voters recognize the distinction between the parties and are
able to classify political candidates as either Democrat or Republican. Heit & Nicholson (2016)
created a statistical model to form nine profiles that correlate with different intensities of
Democrat identification. When presented with a variety of issue priorities and traits, people are
able to classify these profiles as Republican or Democrat with or without needing explicit party
cues to do so (Heit & Nicholson, 2016).
Much research has been done on analyzing voter knowledge of issues and its association
to each of the political parties. Research has shown that voters associate different issues with
each political party. Poverty, the environment, social security, education, and healthcare are
issues corresponding to Democrats; whereas national defense, terrorism, foreign affairs, crime,
and economics are associated with Republicans (Goggin & Theodoridis, 2017). Abortion is one
issue that has polarized the political parties, with Democrats being strongly associated with
abortion rights (Adams, 1997). Voters also associate different character traits with each political
party. Democrats are thought to be more compassionate and caring, while Republicans are
thought to be more hard-working and strong leaders (Goggin & Theodoridis, 2017). People seem
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to use diagnostic features, such as issues and character traits, that exist to classify individuals and
simulated profiles to either the Democrat or Republican party. The American electorate
recognizes the connection between the parties and their defining factors, leading to the ability to
classify based on cues.
Demographic information, like race and gender, seems to also be used as possible cues
when classifying personas or profiles into political parties. Goggin & Theodoridis (2020)
determined their respondents were more likely to consider men as Republicans than women.
Gender stereotypes in politics manifest in Democrat and liberal views being more positive
towards women than Republican views (Sanbonmatsu & Dolan, 2009). These conclusions lead
to a possible proclivity for classifying women as Democrats and men as Republicans. With the
changing demographics of the United States, the political parties are facing similar demographic
shifts. Those who identify as “White” are increasingly leaving the Democratic party with
Republicans taking 60% of the white vote in 2012 (Zingher, 2016). Those who identify as
“African American” are strongly associated with the Democrat party (Carmines & Stimson,
1989). As a result, race could be used as a cue for classification of profiles into Republican or
Democrat. As polarization increases not only due to policy issues, but on gender and racial
divides, investigating the psychology behind political bias and the effects it has on categorization
becomes more important.
The purpose of this study is to determine whether affiliation as either a Democrat or NonDemocrat as well as political activity level will bias the classification of neutral stimuli in two
cases: slogans/phrases and personas. By looking at the classification of these stimuli individually
and in contrast to each other, the experiment will give information on the polarization occurring
in the American electorate. Does party affiliation bias the classification of neutral stimuli? Does
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the level of involvement in political activity affect categorization? The following hypotheses for
the experiment were generated. The first is a unidirectional hypothesis stating that Republican
participants will be more likely to classify neutral stimuli as Republican than Democrats
classifying neutral stimuli as Democrat. The second is that participants more involved in politics
will be more likely to classify ambiguous stimuli according to their political affiliation.
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METHOD
PARTICIPANTS
A total of 89 responses were collected from students at the University of Central Florida,
who were recruited via SONA-systems and social media groups. Of these 89 responses, only 51
were utilized due to issues regarding the completion of their surveys. Background and
demographic information were collected including age, gender, race, major, political affiliation,
and political activity level. Subjects rated their level of political activity on a 0 to 10 scale with
10 representing the most involved in politics. Of the 51 participants, 30 were female and 21 were
male. The age of the participants ranged from 18 to 24, with an average of 20.7. The majority of
the participants, 32, identified as Democrat, 12 subjects identified as Independent, and 7 subjects
identified as Republican, together creating the Non-Democrat group (19 total).
MATERIALS
Phrases/Slogans. A total of 40 phrases or slogans was compiled to assess potential bias
in cognition. The participants were presented with a short slogan or phrase that they may or may
not have heard of before. The 40 phrases consisted of 10 corresponding to Democrats, 10
corresponding to Republicans, and 20 ambiguous stimuli. The phrases and slogans from the
political backgrounds were sourced from campaigns, politicians, and activist circles. The
ambiguous or non-political slogans were sourced from corporations, non-profits, and other
independent agencies. One political stimulus used was the slogan “Black Lives Matter” for the
Democrats, while one ambiguous stimulus used was the slogan “Let’s Go Places” from Toyota.
The complete list of slogans used can be seen in Appendix A.
Personas. The profiles used in the survey were created by Heit and Nicholson (2016)
using five independent variables: race, gender, number of children, abortion, and attitudes toward
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government spending. The complete list of profiles can be seen in Appendix B. The first profile
has a 90% probability of representing a Democrat, while the last has a 9% probability of
representing a Democrat according to their statistical model (Heit & Nicholson, 2016). The
personas cover the entirety of the political spectrum. As there are nine personas, they were split
into three groups: liberal, moderate, and conservative.
PROCEDURE
The surveys was exclusively distributed online and was created using Qualtrics (survey
building software). Participants were able to complete them on any device with an internet
connection. Participants knew they are partaking in a research study involving politics. They
were informed of the purpose and procedure of the survey on the first page of the survey and
conferred their informed consent before beginning the surveys. The participants first completed
the demographic information. After completing the background information, subjects proceeded
to the slogan portion of the survey. All 40 slogans were contained on one page. Subjects were
instructed to classify the slogans as either Democrat or Republican. After the dichotomous
classification, subjects were instructed to rate the slogans on a seven-point liberal to conservative
scale, with four representing a neutral rating. The order of the slogans was randomized during
design of the survey, and every participant viewed the same randomized list.
After completing the slogan portion, subjects proceeded to the persona portion. Like the
slogans, the order of the personas was randomized during the design phase and remained the
same randomized order for each participant. Each persona was placed on a separate page. The
page contained the complete fictional persona, the dichotomous classification question, and the
7-point rating question. Subjects classified and rated each persona as done previously with the

6

slogans. Subjects had unlimited time to complete the survey. The study completed after
answering a question assessing the subject’s motivation in responding to the survey.
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RESULTS
SLOGANS: CLASSIFICATION
Political Party Affiliation. A repeated measures ANOVA was used to examine the
effect of political party affiliation and slogan type on the classification of the slogan stimuli. In
reference to the stimuli, the terms Republican and conservative are equivalent, while the terms
Democrat and liberal are also equivalent. There was a significant main effect for the slogan type
(F (2, 98) = 1053.77, p < 0.001, 2 = 0.92). There was a statistically significant interaction
between the effects of slogan type and affiliation on classification (F (2, 98) = 5.69, p = 0.005, 2
= 0.005). A post hoc comparison showed that the proportion of classification as Republican was
significantly higher in the non-Democrat group for non-political slogans compared to the
Democrat group (t = 3.44, p = 0.002), which does not support Hypothesis one.

Figure 1. A graph showing the proportion classified as conservative for the slogan stimuli for the Democrat and
non-Democrat groups.
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Subjects across both groups classified Republican slogans as Republican almost 100% of
the time (M = 0.95, SD = 0.06) and classified Democrat slogans as Republican almost never (M
= 0.10, SD = 0.08). As shown in Figure 1, the Republican classification proportion remained
constant across the different political party affiliations for both the Democrat and Republican
slogans. In contrast, there is a sharp increase in the proportion of non-political slogans classified
as Republican going from the Democrat to the non-Democrat group. The non-Democrat group
(M = 0.47, SD = 0.10) classified the non-political slogans as more conservative than the
Democrat group (M = 0.38, SD = 0.14), confirmed by the post hoc comparison. A one-sample ttest showed no significant difference from a 50%, or neutral, classification rate for the nonDemocrat group (t (18) = 1.26, p = 0.23). Another one-sample t-test for the classification of nonpolitical slogans by the Democrat group showed a significant difference from a neutral
classification rate (t (31) = 4.86, p < 0.001).
Political Activity Level. A repeated measures ANOVA was used to examine the effect of
political activity level and slogan type on the classification of the stimuli. There was a significant
main effect for the slogan type (F (2, 96) = 905.54, p < 0.001, 2 = 0.922). There was not a
statistically significant interaction between the effects of slogan type and level of political
activity (F (4, 96) = 0.19, p = 0.95, 2 < 0.001), which does not support the results of Hypothesis
two.
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Figure 2. A graph showing the proportion classified as conservative for the slogan stimuli for high, low, and
neutral levels of political activity.

Subjects across all levels of political activity classified Republican slogans as Republican
almost 100% of the time (M = 0.95, SD = 0.06). Subjects also classified Republican slogans as
more conservative than Democrat slogans (M = 0.10, SD = 0.08), (t = 42.06, d = 5.89, p <
0.001). Subjects classified the non-political slogans (M = 0.412, SD = 0.14) as more conservative
than the Democrat slogans (t = 15.39, d = 2.15, p < 0.001). The third comparison showed
subjects classified Republican slogans as more conservative than non-political slogans (t = 26.67,
d = 3.74, p < 0.001). Essentially, each slogan type (conservative, liberal, and non-political) were
classified differently from one another, with Democrat and Republican slogans being classified
into their respective positions on the political scale. However, non-political slogans were
significantly more liberal leaning.
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As shown in Figure 2, the proportion of all three types of slogans classified as
conservative remained constant across all three levels of political activity. This constancy is
apparent for the non-political and liberal stimuli, as well. The average proportion of non-political
slogans classified as conservative appears to be closer to the average proportion of liberal stimuli
than conservative stimuli. A one-sample t-test showed the average proportion of non-political
slogans classified as conservative was less than a neutral classification rate of 0.5 (t (50) = 4.63,
p < 0.001).
SLOGANS: RATINGS
Political Party Affiliation. A repeated measures ANOVA was used to examine the effect
of political party affiliation and slogan type on the average rating on a seven-point liberal to
conservative scale to explore polarization. There was a significant main effect for the slogan type
(F (2, 98) = 655.89, p < 0.001, 2 = 0.90). There was not a statistically significant interaction
between the effects of slogan type and affiliation on rating (F (2, 98) = 0.98, p = 0.38, 2 =
0.001). Post hoc test results confirmed that the average rating of non-political slogans was not
significantly different from the non-Democrat group compared to the Democrat group (t = 0.82,
p = 0.83).
Subjects in both the Democrat and non-Democrat groups rated Republican slogans on
average on the more conservative end of the scale (M = 6.27, SD = 0.48) and rated Democrat
slogans on average on the more liberal end of the scale (M = 2.18, SD = 0.64). Thus, follows
subjects rated the Republican slogans as more conservative than Democrat slogans (t = 35.89, d
= 5.03, p < 0.001). Subjects rated the non-political slogans (M = 3.71, SD = 0.52) as more
conservative than Democrat slogans (t = 13.73, d = 1.92, p < 0.001). The third comparison
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showed subjects rated Republican slogans as more conservative than non-political slogans (t =
22.16, d = 3.10, p < 0.001).

Figure 3. A graph showing the average rating on a liberal to conservative scale of the slogans for the Democrat and nonDemocrat groups.

As shown in Figure 3, the average rating remained constant across the different political
party affiliations for the conservative, liberal, and non-political slogans. The average ratings for
Republican slogans across party affiliation were closest to 7, the most conservative rating
possible. The average ratings for Democrat slogans were closest to 1, the most liberal rating
possible. The average ratings for non-political slogans appear closer to liberal ratings than the
conservative ratings and appear to be below a neutral rating of 4. A one sample t-test showed a
significant difference in non-political slogans from a neutral rating (t (50) = 4.02, p < 0.001).

12

Political Activity Level. A repeated measures ANOVA was used to examine the effect of
political activity level and slogan type on the average rating on a seven-point liberal to
conservative scale. There was a significant main effect for the slogan type (F (2, 96) = 639.20, p
< 0.001, 2 = 0.90). There was not a statistically significant interaction between the effects of
slogan type and political activity on rating (F (4, 96) = 0.81, p = 0.52, 2 = 0.002). Post hoc
testing confirmed that the average rating of non-political slogans was not significantly different
between any levels of political activity.

Figure 4. A graph showing the average rating on a liberal to conservative scale of the stimuli for high, low, and
neutral levels of political activity.

As seen in Figure 4, the average rating for Republican slogans was consistent across the
three different levels of political activity and was closest to the conservative end of the scale. The
average rating for Democrat slogans also was consistent across all levels of political activity and
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was closest to the liberal end of the scale. The average ratings for non-political slogans were
located more centrally on the scale and were consistent across high, low, and neutral levels of
political activity.
Average Rating of Non-Political Stimuli
80
Belong Anywhere
Protect and Restore our Blue Planet
75

Inspire the World, Create the Future

70

Creating a Better Everyday Life for the Many People

Average Rating - Percentage Liberal

65
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Live Más
60

Let's Go Places

55
Go Further
50
Confidence in Motion
Quality Never Goes Out of Style
45

United We Will Ride
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35
Big Sky. Big Land. Big History.

30
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40
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55

60

65

70
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Figure 5. A graph plotting the average rating of non-political slogans based on percentage conservative across
percentage liberal, with blue squares representing liberal slogans and red dots representing conservative slogans.

As shown in Figure 5, there is a wide range in the average rating of the non-political
slogans. The most liberally rated non-political slogan, “Belong Anywhere,” was on average rated
2.33. The average rating of the liberal leaning non-political slogans was 3.06. The most
conservatively rated non-political slogan, “Big Sky. Big Land. Big History.”, was on average
rated 4.86. The average rating of the conservative leaning non-political slogans was 4.50.
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Average Rating of Political Slogans
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Figure 6. A graph plotting the average rating of political slogans based on percentage conservative across
percentage liberal, with blue squares representing liberal slogans and red dots representing conservative slogans.

As seen in Figure 6, the political slogans are mostly concentrated to opposite ends of the
graph. The sole exception being the liberal slogan “Fight for the Soul of the Nation” from the
2020 Presidential campaign of Joe Biden. The range of average rating for conservative slogans
was from 77.8% to 97.3% conservative. Excluding the liberal slogan outlier, the range of average
rating for liberal slogans was 74.2% to 94.2% liberal.

PERSONAS: CLASSIFICATION
Political Party Affiliation. A repeated measures ANOVA was used to examine the effect
of political party affiliation and slogan type on the classification of the persona stimuli. There
was a significant main effect for the persona type (F (2, 82) = 98.60, p < 0.001, 2 = 0.63). There
was not a statistically significant interaction between the effects of slogan type and affiliation on
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classification (F (2, 82) = 2.70, p = 0.073, 2 = 0.017). The post hoc correction showed that the
proportion of classification as conservative was significantly higher in the non-Democrat group
for the moderate personas compared to the Democrat group (t = 2.99, p = 0.014).

Figure 7. A graph showing the proportion classified as conservative for the persona stimuli for the Democrat and
non-Democrat groups.

Subjects across both groups classified conservative personas as conservative a majority
of the time (M = 0.81, SD = 0.26) and classified liberal personas as conservative almost never (M
= 0.05, SD = 0.16). As shown in Figure 7, the proportion that was classified conservative
remained constant across the political party affiliations for both the conservative and liberal
personas. In contrast, there is a sharp increase in the proportion of moderate slogans classified as
conservative going from the Democrat to the non-Democrat group. The non-Democrat group (M
= 0.58, SD = 0.20) classified the moderate personas as more conservative than the Democrat
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group (M = 0.37, SD = 0.28), confirmed by the post hoc comparison. A one-sample t-test showed
no significant difference from a 50%, or neutral, classification rate as conservative for the nonDemocrat group (t (15) = 1.73, p = 0.10). Another one-sample t-test for the classification of
moderate personas by the Democrat group showed a significant difference from a neutral
classification rate (t (26) = 2.38, p = 0.025).
Political Activity Level. A repeated measures ANOVA was used to examine the effect of
political activity level and persona type on the classification of the persona stimuli. There was a
significant main effect for the persona type (F (2, 80) = 93.11, p < 0.001, 2 = 0.63). There was
not a statistically significant interaction between the effects of persona type and level of political
activity (F (4, 80) = 0.42, p = 0.79, 2 = 0.006).

Figure 8. A graph showing the proportion classified as conservative for the persona stimuli for high, low, and
neutral levels of political activity.
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Subjects involved in all levels of political activity classified conservative personas as
conservative the majority of the time (M = 0.82, SD = 0.26). Subjects also classified conservative
personas as more conservative than liberal personas (M = 0.05, SD = 0.16), (t = 13.63, d = 2.08,
p < 0.001). Subjects classified the moderate personas (M = 0.45, SD = 0.27) as more
conservative than the liberal personas, (t = 7.28, d = 1.11, p < 0.001). The third comparison
showed subjects classified conservative personas as more conservative than moderate personas,
(t = 6.36, d = 0.97, p < 0.001). As shown in Figure 8, the proportion of all three types of personas
classified as conservative remained overall constant across all three levels of political activity.
There does appear to be a small spike in low levels of political activity for liberal personas, but it
is not statistically significant.
PERSONAS: RATINGS
Political Party Affiliation. A repeated measures ANOVA was used to examine the effect
of political party affiliation and persona type on the average rating on a seven-point liberal to
conservative scale. There was a significant main effect for the persona type (F (2, 82) = 110.27,
p < 0.001, 2 = 0.66). There was not a statistically significant interaction between the effects of
persona type and affiliation on rating (F (2, 82) = 0.16, p = 0.85, 2 = 0.00097).
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Figure 9. A graph showing the average rating on a liberal to conservative scale of the personas for the Democrat
and non-Democrat groups.

Subjects in both the Democrat and non-Democrat groups rated conservative personas on
average on the more conservative end of the scale (M = 5.57, SD = 1.19) and rated liberal
personas on average on the more liberal end of the scale (M = 2.42, SD = 0.84). Thus, follows
subjects rated the conservative personas as more conservative than liberal personas, (t = 14.85, d
= 2.26, p < 0.001). Subjects rated the moderate personas (M = 3.95, SD = 0.66) as more
conservative than liberal personas, (t = 7.17, d = 1.09, p < 0.001). The third comparison showed
subjects rated conservative personas as more conservative than moderate personas, (t = 7.68, d =
1.17, p < 0.001).
As shown in Figure 9, the average ratings remained constant across the political party
affiliations for the conservative, liberal, and moderate personas. The average ratings for
19

conservative persona across party affiliation was closest to 7, the most conservative rating
possible. The average rating for liberal personas was closest to 1, the most liberal rating possible.
The average rating for moderate personas for Democrat and Non-Democrats appears centered
around a neutral rating of 4. A one sample t-test showed there was not a significant difference
between the moderate personas and a neutral rating (t (42) = 0.46, p = 0.65).
Political Activity Level. A repeated measures ANOVA was used to examine the effect of
political activity level and persona type on the average rating on a seven-point liberal to
conservative scale. There was a significant main effect for the persona type (F (2, 80) = 107.65,
p < 0.001, 2 = 0.65). There was not a statistically significant interaction between the effects of
persona type and political activity on rating (F (4, 80) = 1.07, p = 0.38, 2 = 0.013).

Figure 10. A graph showing the average rating on a liberal to conservative scale of the personas for high, low,
and neutral levels of political activity.
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As seen in Figure 10, the average rating for conservative personas was consistent across
the three different levels of political activity and was closest to the conservative end of the scale.
There does appear to be a small spike in low levels of political activity for liberal personas, but it
is not statistically significant. Subjects across all levels of political activity rated liberal personas
closest to the liberal end of the scale. The average ratings for moderate personas were located
more centrally on the scale and were also consistent across high, low, and neutral levels of
political activity. Finally, subjects rated conservative personas on average closest to the
conservative end of the scale.
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DISCUSSION
This study utilized novel stimuli and a partial replication to investigate whether political
party affiliation biases the cognition of non-political stimuli. One survey was used containing a
set of slogans and a set of personas for classification and rating. The slogan set consisted of 10
liberal slogans, 10 conservative slogans, and 20 non-political slogans. The persona set of stimuli
was sourced from Heit & Nicholson (2016) and split into liberal, moderate, and conservative
groups. The data analysis examined both political party affiliation and political activity level as
factors for affecting the classification and rating of stimuli.
As previous studies have shown, people are able to correctly classify political stimuli.
Subjects correctly classified and rated both liberal and conservative affiliated slogans, with the
sole exception of “Fight for the Soul of the Nation.” While this phrase was used by President Joe
Biden during his 2020 campaign, the nature of the language in the slogan may suggest
conservative origins. Notably, the phrase was recently used in a tweet by Republican Governor
Kristi Noem of South Dakota (Noem, 2021). Subjects also correctly classified and rated liberal
and conservative leaning personas, affirming what other studies have shown about the political
knowledge of the general electorate.
The results indicated there is a bias in the classification of neutral stimuli for the
Democrat subject group, as seen with both the slogans and personas. In both stimuli groups, the
Democrat subject group classified the neutral stimuli more liberally than the non-Democrat
group. The non-Democrat group did not significantly classify differently from a neutral or
random proportion. Meaning, for non-Democrats, the proportion of non-political slogans and
moderate personas that were classified as conservative was akin to flipping a coin. In contrast,
the proportion of non-political slogans and moderate personas classified as conservative was
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significantly different from neutral in the Democrat group, leaning liberal. This finding is
opposite to what was expected in Hypothesis one. While Hypothesis one was unable to be tested
in its totality, it was unexpected for Democrats to display more polarization than the nonDemocrat group.
While the source of the slogans was different, they serve a similar function in marketing
and recognition. Slogans are chosen to convey a certain feeling or messaging whether it be for a
candidate or a company. Marketing teams develop slogans to have a positive impact on their
targeted group, like possible voters or consumers. As Goggin & Theodoridis (2017) ascertained,
certain character traits (e.g. compassion with Democrats) and political positions (e.g. abortion
with Democrats) correlate with certain political parties. It is possible that Democrat subjects
were more willing to see the character traits they associate with their political party reflected in
the non-political slogans. Non-Democrats seem either less likely to apply these political
preconceptions to the neutral stimuli or apply the liberal and conservative biases equally across
the stimuli, not letting one bias dominate.
For the moderate personas, Democrat subjects may have zeroed in on certain aspects of
the personas that leaned liberal, while ignoring others. Being female and African-American is
associated with the Democrat party; one or both of which was present in the three moderate
personas. Additionally, all three of the moderate personas expressed some support for abortion.
Democrat subjects seem to have ignored the personas’ stances on government spending and their
family size, which are conservative indicators. The Non-Democrat subjects likely looked at the
profiles holistically, seeing both the liberal and conservative indicators in the profiles. As a
result, their results were not different from a neutral classification rate.
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This bias between Democrats and Non-Democrats is lost when participants rated the nonpolitical slogans and moderate personas on a seven-point liberal to conservative scale. The
availability of a moderate/neutral rating allowed subjects to give less polarized responses than
was possible with the binary classification done previously. Moderate personas were given on
average a neutral rating on the scale. Subjects with a biased proportion of classification in favor
of liberal responses did not carry it over to the rating of the moderate persona stimuli. Perhaps
subjects chose to reflect more critically on the ratings portion, picking a less extreme rating for
the stimuli. However, the average rating of the non-political slogans was not neutral. The
average rating leaned slightly liberal, but nowhere near the level of the liberally sourced slogans.
The average rating of liberal leaning non-political slogans leaned more liberal than the
conservative non-political slogans leaned conservative, resulting in a slight bias towards the
liberal end of the scale.
The most liberal slogan was “Belong Anywhere” from AirBnB, while the most
conservative slogan was “Big Sky. Big Land. Big History.” from the Montana Historical Society.
The two slogans evoke very different images. “Belong Anywhere” signals open-mindedness and
acceptance, which seems to correlate with the Democratic Party. Looking at all the liberal
leaning non-political slogans, themes such as innovation, creativity, and inclusion arise. On the
other hand, “Big Sky. Big Land. Big History.” suggests an image of rural America, which seems
to correlate with the Republican Party. Overall, the conservative leaning non-political slogans
seem to represent power, hard work, and success. Subjects did read into the meaning of each
slogan and rated them accordingly.
No bias was seen in the classification or rating of slogans and personas when comparing
each level of political activity. Across the range of political activity, the average classification
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rate of the non-political slogans leaned liberal. While the results leaned liberal, it was not to the
extent of the chosen liberal slogans. As each level of political activity contained a mix of
Democrats, Independents, and Republicans, it is interesting that the slogans were not classified
neutrally. It is possible the Democrats in each level of political activity biased the whole group
liberally, while not differing between each level. No other bias was seen in reference to political
activity, including the classification and rating of personas.
Limitations and Future Directions
While the results between Democrat and non-Democrat groups for classification are
interesting, it would be more useful to compare Democrats, Republicans, and Independents.
Being unable to compare these three groups independently is a limitation of this investigation.
The original hypothesis concerning Republicans was unable to be tested due to a small sample
size. Future studies in this area need to recruit more Republican and Independent affiliated
participants for data analysis. Targeted efforts to recruit these underrepresented groups at
university campus with incentives might prove more successful. Additionally, a mistake did
occur with data collection, resulting in the discarding of the first eight participants’ data for the
persona section of the experiment.
With regards to the main research question, the polarization occurring amongst the
political parties in the United States did have an effect on the categorization of neutral stimuli.
Corporate slogans represent feelings and ideas that are not directly related to politics, but they do
seem to be correlated. Political biases affected well-advertised and recognizable slogans, such as
Taco Bell’s “Live Más.” To what extent polarization affects other seemingly neutral stimuli that
are frequently encountered merits investigation. Examining the Democrat group’s classification
proportion of moderate personas reveals that political biases possibly cause people to overlook
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information. When faced with conflicting indicators of political party in the moderate personas,
Democrats seemed to have classified based on liberal indicating information. Whether the
opposite is true in reference to Republicans should be determined.
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APPENDIX A: LIST OF SLOGAN STIMULI

27

Liberal

Conservative

Defund the Police

Back the Blue

Black Lives Matter

Blue Lives Matter

Fight for the Soul of
the Nation
Humanity First

Make America Great
Again
Putting America First

Love is Love

Non-Political
Because You’re
Worth It (L’Oréal)
Quality Never Goes
Out of Style (Levi’s)
We Are The
Competition (Ferrari)
Think Different.
(Apple)

Confidence in Motion
(Subaru)
United We Will Ride
(Harley-Davidson)
Belong Anywhere
(Airbnb)
Live Más (Taco Bell)

Don’t Tread on Me

Get the Max for the
Minimum (TJ Maxx)

Love Trumps Hate

Build the Wall

Feel the Bern

Drill, baby, drill

Build Bridges, Not
Walls

There’s No Such
Thing as a Free Lunch

Hope and Change

When the looting
starts, the shooting
starts
Facts Don’t Care
About Your Feelings

Imagination at Work
(GE
Let’s Go Places
(Toyota)
Protect and Restore
our Blue Planet (The
Florida Aquarium)
Big Sky. Big Land. Big
History. (Montana
Historical Society)
Inspire the World,
Create the Future
(Samsung)

Work Hard. Have
Fun. Make History
(Amazon)
Be What’s Next
(Microsoft)
Go Further (Ford)

Not Me. Us.
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All the News That’s
Fit to Print (The New
York Times)
Creating a Better
Everyday Life for the
Many People (Ikea)
Straight from the
Heartland (Bath and
Body Works)

APPENDIX B: LIST OF PERSONA STIMULI
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Allison is an African-American female with no children. In a recent political discussion she
voiced the opinion that government should provide many more services and that, by law, a
woman should always be able to obtain an abortion.
Samantha is an African-American female with no children. In a recent political discussion she
voiced the opinion that government provides about the right amount of services and that, by
law, a woman should always be able to obtain an abortion.
George is an African-American male with no children. In a recent political discussion he
voiced the opinion that government provides about the right amount of services and that, by
law, a woman should always be able to obtain an abortion.
Liz is an African-American female and mother of two children. In a recent political discussion
she voiced the opinion that government provides about the right amount of services and that,
by law, abortion should be allowed under some circumstances.
Emily is a White female with no children. In a recent political discussion she voiced the opinion
that government should provide many more services and that, by law, abortion should be
allowed under some circumstances.
Mary is an African-American female and mother of one child. In a recent political discussion
she voiced the opinion that government should provide many fewer services and that, by law,
abortion should be allowed under some circumstances.
Kelly is a White female and mother of two children. In a recent political discussion she voiced
the opinion that government should provide many more services and that, by law, abortion
should never be permitted.
Joanna is a White female with no children. In a recent political discussion she voiced the
opinion that government provides about the right amount of services and that, by law, abortion
should never be permitted.
Bob is a White male and father of two children. In a recent political discussion he voiced the
opinion that government provides about the right amount of services and that, by law, abortion
should never be permitted.
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